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THE SOCIAL PURPOSE: NEW-BRAW. OF THE
MARKETING FINANCE INTERFACE

Introduction Whilst WGAP had a social purpose from its
inception, more established companies are

Consumers increasingly expect brands to  realising that being seen as socially and

social purpose. Brands increasingly use a pyofitability as it draws new customers that

social purpose to guide marketing otherwise may not have been iettested in
communications, inform product its products or services. For

innovation, and steer investments toward  example Tecate based in Mexico, is

1 (

Prof. Janek Ratnatunga

ial rograms. ; ; -
social cause programs investing heavily in programs to reduce CEO, ICMA Australia
PR " _p SR | violence agalnst women, andicks
! S N‘B, Ay K& UDE & S an2! aPE&brand in India, supports child communicate, and deliveralue in order to
oniine toilet paper manufacturer and adoption rights for transgender people. influence target audience behaviourbut

marketer, donates half its profits to Both these social urpogamatwes have there should also be the added dimension

OKINRGASEA® 2AGK | af 023| |veI ,mpqé(t;te ‘%’]ark}\et Liare an% that such behaviour should benefit society.
t dzN1}2asSQs GKS O2YLN profltablll yyl yOSa LINR2SOia

that build toilets in schools in lowéncome This then is the new holgrail of the
countries. Often a lack of proper toilets For the management accountant there are marketing:finance interface. Let us look at
means a lack of hooling, especially for  resource allocation concerns when marketing first, and thenifiance.

IANI &® 2D!/ Qa OKINA{p y%%ﬁ'swb\%ﬂéa WhY ORAHM JdzNIJ24SQ Ay Fy
were the highest in Australia, beating 2NEFYA&LGA2Y Q8 AYy(S §Rﬁallfgr[g?se\bﬂ|ar|§ﬁln§ GAy3
both Qantasand CocaColali] communication (IMC) budgets. Today, it is

) Social Purpose Marketif@PM)s an
o ) even more important to be able to stretch L .
All this is very noble; but how does it stack - approach used to develop activities aimed
the limited resources allocated for

up against the traditional measure of . o Fd OKFy3Ay3a 2N YEAYGEAY
. marketing communication in the most . i
corporate performance, i.eReturn on behaviour for the benefit of both the
’ appropriate way. Social purpose strategies

Investment (ROI)? individual and the society. The five main

dictate that advertising and promotion

components of SPM are: (1)at it focuses
should be used not only to create, . .

on behaviour change (2) that is voluntary
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(3) using marketing principles and behaviour changes of those targeted to stoOther times, managers use these initiatives
techniques (4) to select and influence a smoking, use glass bottles or reduce their solely to pursue intangible benefits such as
target audience (5) for their benefiii] beef intake. brand affection or to communicate the

O2YLI yeQa O2NLRNIGS &a20
Such a marketing approach stems from the This attitude vs behaviour dichotomy is without consideration of how they rght

lens ofsocial responsibilitin markeing. similar to commercial sector marketers Whocreate business value for the firfui]

This involves focusing efforts on attracting focus on people buying their goods and

consumers who want to make a positive  serviceg; they understand thatyst This is where social purpose marketing
difference with their purchases. Many the awarenesf a product or service is not programs need to integrate with social
companies have adopted socially sufficient to make a sale. In SPM, change purpose finance objectives, which we will
responsible elements in their marketing agents typically want target audiences to dodiscuss next.

strategies to help a community via one of four things: (a) accept a new

beneficial services angroducts. behaviour (e.g., recycling), (b) reject a Social Purpose Finance

potential behaviour (e.g., not starting ) . .
Increasingly, social marketing is described gmoking), (c) modify a current behaviour ~ >°¢@! Purpose Finance (SBfh approach

Fa KE@AY3 aids2 LI NBydgd ifRfeast fhdsicdl abRif) hdmi3 toleh NIBAGIRG investments that generate
uses social science and social policy days of the week), o (d) abandon an old fmap_mal retgrns whilst havmg a mgasurable
I LILINR F OKSa® ¢KS aYl Ndhsvibdr %3, dbdioNFink ﬁ'qéor e%ﬁe?. éposmve. somal.and enylronmental impact.
commercial and public sector marketing  Ajthough the primary beneficiary of the Money is provided by investors who want

approachegjii] Recentyears have also 32 GA | t Y NJ S Ay 3 LINEOSRE $VINgG & return aaq, simullapepusly. i gy -
witnessed a broader focus. Social marketing through his or her improved health and €€ that it has been spent on making society

now goes beyond influencing individual quality of lifec collectively this leads to better. SPF is a category of financial services
behaviour. It promotes socioultural and  society benefiting from a healthier and which aims to leverage private capital to
structural change relevant to social more productive population. address challenges in areas of social and
issuediv] environmental need; and thus, provide

The behaviour change brought aboutby TAY Yy OS G2 0dzAf Rtermy 2 NH
Combining ideas from commercial SPM strategies are typicaifgluntaryt capacity to achieve its social mission.

marketing and the social sciences, SPMis ¢ | the core of thapproach is to achieve a

proven tool for influencing behaviourina  |eyel of understanding and empathy of the ‘ _
sustainable and cosffective way. A audience for them to seliscover performance based on financial measures

OzYLlyeoa {ta aiNrd %tﬁ/atidﬁ§a$d5p€rsoﬁ£ berdef<OH# W”?alpnje. Butinvesting V_Vith_ an eyeto )
(2) which people to work with; (b) what  enaple the targeted audience to link their environmental or social issues, not just

behaviour to influence; (c) how to go about 5k | y 3 A y'3 0 SKI GA 2 dzNE pacialrelugs, Rap pegpme mainstream

Traditionally, investors have evaluated firm

impact. Sustainablénvestment Alliance (GSIA),

Thus, the most fundamental principle global umbrella group, a total of $35.3trn,
The goal of SPM is to actually change or  ynderlying SPM is to apply a consumer ~ OF 36% of all assets under management in
maintain how people behavenot just orientation to designing the product or H/AHAZ 6SNB Ay WazOAlfte
what they think, or how aware they are,  service)t i.e., understand what target Ay@SadySyidaq GkKIG Gl 1S

Fozdzi ty Aa&dzSO LT IyyieddbBuirahdykdow, betie(dand db2of Envirdninental, Social and Governance
only to increase awareness or knowledge ofrhen, the product is positioned to appeal to (ESGlsuesvii]

their product or service, or only change  the motivations of the target market to

attitudesrather than behaviout then itis  improve their health, prevent injuries, Note that the dff.er.Pjnce betweequrporate

not doing social purpose marketing. protect the environment, or contribute to Soqal Respon5|blllty (CBRY ESG is that

Therefore, it is not what is assumed by the their community more effectively than the V1I€ CSR impacts internal processes and
company to benefit those targeted by competing behaviour the target market compa.n.y culture, ESG is a measurable set of

its social marketing interventiobut instead  cyrrently practices or is consideriid. PFOPOSIUOHS that .exterr.wal partngrs and

the valueg perceived or actuat of the investors look at in their evaluation of a

behaviour changections) brought about Despite these lofty purpses, countless company. ESGd#ta G N» 4 Sa + O2 YL}
by the intervention. well-intentioned sociapurpose programs  identification and quantification of its risks

have consumed resources and managemerfind opportunities, as well as highlights the
Thus, knowing that tobacco causes cancer, time only to end up in obscurity. Sometimes€thics of a companiuiii]
or that plastic bottles are polluting oceans, they backfire because the brand messages
or that cattle produce the most greenhouse gesigned to promote these programs may
gas emissiong is not enough. The social  anger or offend customers or they smply
marketing intervention must result in go unnoticed because they fail to resonate.

Having gained popularity in the aftermath
of the 2008 Global Financial Cris&PF is
notable for its public benefit
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focus[ix] Mechanisms of creating shared
social value are not new, however, social
finance is conceptually unique as an
approach to solving social problems while
simultaneously creating economic
value[x] Unlike philanthropy, which has a
similar missiormotive, social finance
secures its own sustainability by being
profitable for investorgxi] Capital providers
lend to social enterprises who in turn, by
investing borrowed funds in socially
beneficial initiatives, deliver investors
measurable social retumin addition to
traditional financial returns on their
investment[xii]

Take the impact of Cowtld which had a
significant impact in major investments in
pharmaceuticals (e.g., vaccines) and the
health-care system (e.g., emergency
facilities at hospitals Some companies such
asAstraZenecaecided to provide its
vaccine at no profit whilst Cowvtd was a
pandemic; announcing that its top priority
was to protect global healtfxiii] Others,
like Pfizer/BioNTechnd Modernamade
significant profits from dg one of their
respective vaccine releaséwore on this
later).

Other socially responsible investments
include eschewing investments in
companies that produce or sell addictive

Like SPM, the goal of SPF is to finance substances or activities (like alcohol,

projects that actually change or maintain
LIS2LX SQa o0SKI @A 2 dzNE
attitudes. However, there is the added
dimension of a positive returnro

investment (ROI). Thus, SPF includes a full
range of investment strategies and
solutions across asset classes that can
provide an array of riskdjusted returns
tailored to investor behaviour that benefits
society.

OL'J\H:OH1 l%ég”lthéi 5& éﬁga&eg |§ éa&%

justice, environmental sustainability, and
alternative energy/clean technology
efforts. [See Appendix One on four key
social purpose finance strategies].

SPF investors who want to have a positive
impact on society areeleloping a growing
awareness that they are no longer limited
to doing so through donations to charitable
and other nonrprofit organisations. SPF
offers ways for investors to extend their
influence by aligning their goals for public
good and positive impaavith their desire
for wealth accumulation and legacy gifting.

Thus, knowing that mining fossil fuels
contributes to global warming is not enough
if investor behaviour continues to support
such industries (by purchasing petrol and
diesel vehicles). What is needed is investor
behaviour (actions) that support renewable
energy production and consumption (e.g.
installing solar panels and driving electric
cars).

strategies are not necessarily driven by
charitable intent, nor do those decisions

Personal Values=or some individuals,
deciding to invest in a socially responsible
manner stems from strongly held personal
beliefs. Their primary focus is to avoid
ambllng(aand tobacco) in favour gf seekingadvancing the interests afrganisations or

industries that go against those beliefs. For
example, in Australia, investments in
companies that mine fossil fuels are being
avoided by many due to climate change
issues.

Fiduciary ObligationsAs part of their risk
managemenstrategies and fiduciary
obligations, trustees for noprofit
organisations, superannuation (pension)
funds or others investing in a fiduciary
capacity may search for investments that
have competitive investment returns whilst
meeting ESG criteria.

Envirormental, Social and Governance

Decisions to explore or adopt social finance(ESG) GoalSome SPF investors want to

incorporate valuesdased investing with
altruistic intent, seeking competitive returns

always stem from a desire to earn attractivefrom investments which also focus on ESG

investment returnsThese decisions are
often based on the following motivations:

opportunities. One such example is a
mutual fund that invets in emerging
markets infrastructure or in cleaenergy
initiatives.
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Connection to the Next Generatio®&PF process (though the way investment firms aspirations to its most pressing growth
strategies allow investors and their families do this in practice varies A RSt 8 0 & wWded&3 I (A S
to clearly identify shared values and goals 8 ONB Sy Ay 3Qs aAaYLX & SEOfdzRSa aasSia RSSYSR

and align them across areas of mutual unsavoury. An example would be a stock Some brands have had an integrated social

interest. Becausgounger generations may portfolio that otherwise tracks a broad purpose (i.e., integrating both SPM and SPF)

want to put a greater focus on sustainable index but excludes the shares of tobacco  built into their business models right from

investing to achieve social and companies or gunmakers. the start. The societal benefit that ’

environmental impact, social finance is also theseQa 2 OA I £ Lidzofi@dB &S Ay 0 NX

a great way to bridge the gap between Of the renlainir)g strategies, perhaps the cje?ply gntwjnAed w’ith tkleif p,rodu,ct or §

generations. mostintelS A G Ay3 A& WAYLI OSNBYOSaGKEJGIRE Aa KINR
which has received a lot of attention surviving intact without it. Imagine what

Sustainable vs. Normal Investments recently. Although it is the smallest by total would happentothéV2 K2 DA @Sa |
assets, it is also by far the most ambitious. / NJbitalfdl if the company abandoned its

The area of SPF suffersrn definitional Impact investors only invest in projects or commitment to both ecefriendly

quibbles over where to draw the line - firms where the precise impact can be manufacturing and itsammitment to

0SUBSSY adzaul Ayl ot S glaMifled &i/nehSNrédf fér instance, the donate half its profits to charity? Thus,

investments; and how to subdivide the reduction in tonnes of carbon dioxide those with a pedigree in social purpose

universe of sustainable investment. Thus, Sy x G i SR o6& | FANNVQ& adivitidsiii MESAC nustbeldigdnt v dzY 6 S N.

SPF strategies require an understanding of of girls educated in a village school as a  stewards of their brands and socjalirpose

the role ofEnvironmental & Social result of a particular project. These variantsstrategy from inception.

GovernancefSGjactors in managing are quite different, but most are set up on

investor risk to create innovative blended the premie that financial return need not The challenges are very different for the

finance and payor-performance be sacrificed in pursuit of nefinancial much largemumber of brands that

approaches that steer new investments intogoas{xv] areWa 2-0dzNXJ2 a S 1 tReg haleS NA Q

target markets that benefit society. grown without a weHldefined social
The Holy Grail: Integrated Social Purpose purpose strategy and are now seeking to

Many companies (and consultants in the  gtrategies develop one. Typically, they belong to firms

area) have encompassed many diverse that are good corporate citizens and are

areas under the SPF universe, such as: (a) What is needed, therefore, is an integrated committed to progress on eninmental
innovative finance; (b) domestic resource marketingfinance strategy that ties a

mobilisation strategies; (c) socially 02 YLJ
responsible investing; (d) social impact

bonds (SIBs) (e) pdgr-performance; (f)

impact Investing; (g) blended finance; and

(h) alternative financing vehicles for nen

profits.

The GSIA, for instance, counts seven
distinct strategies. (1)
Negative/exclusionary screening; (2)
Positive/bestin-class screening; (3) Norms
based screening, (4) ESG integration; (5)
Sustainability themed invéisg; (6)
Impact/community investing, and (7)
Corporate engagement and shareholder
action[xiv]

GSIA stated that the most common

sustainable investment strategy is ESG

integration, followed by negative screening,

corporate engagement and shareholder

action, normsbased screening, and
sustainabilitythemed investment. W9 { D
AYyiSaANI GA2YyQX GKS tI NBSaA
D{L!Qa NBO12yAy3ds Ay@2f @S
factors into account in the investment




